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A Perdan gpproach to brands

Cho, Seong-tack

This atide invedigates a samiodgs of a brand discourse which is
defined as a st of its various brand sgns. The brand sgns of a brand
discourse function each other as icons, representing the brand identity, so
that those dmilaities in expressons and meanings meke brand idertity
function as a context in linguistic discourses.

Ch. S Pdrces semiatic theory emphasizes Sgns intereferentid and
inferential  agpects in semiods. His sgn modd mekes it possble to
goproach to a brand discourse not only as an object of sgnification but
that of communication where a series of inferences is necessary. And the
god of this atide here is to andyze the samictic dructure of a brand
discourse and try to goply it to a red cese, the ‘KB’ brand discourse.

Brand, Peirce, Inference,
Semios's

279



